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T ~ 1 drder t6 dete:iiné iﬁather’éﬂvertisiug P{anld be v
taught ‘in the journalism school or' the bustmess school, - it ,
‘necessary to consider the gtrengfhs of both schdols and then to - .
_compare  them to the objectives of advertising education amd the needs
of advertiiing students. The strengtls of the business school grow
from itsg
sehaal gr¢
Among the r

from its emphasis on langumage, thinking, and céreativity.
gons given for selécting their. -major, advertising

- students often. list a- ﬂesire to be creative, an interest in writing,

and a desire to be involved with- their work. All of these reasons fit -
~into the journalism enviromment, Further, many of the ahjectivas of

‘advertising are .the same as those of Journalism. Ldve:iisimg, then, W
should -be a part of the journalism school. curriculum., However, in -

. light . of the long struggle for legitimacy by advertising edacation, E .

-both sides of the centrava:sy shounld be working together’.toward the

= . . D PR

tens approach while the strengthe of the jéutnaliss . . - -

same goals. Advertising should -be taught within the broader framework

of business and journalism programs, not as an isolated institution, <
but as an integral part af living im the n@aern vcrl&. (FL) .
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it is esmti;l thaﬁ we exmine t:he anbjec:tives it priorities af advertiaimg edm:a—

tion itﬁelf, glang \ﬂEh. Ehe needs and 'ilf: 3 of Vg ’rtising Btudem:g and a\:: ovn

edue::iml Etperienﬂes as. edueaﬁo:g., Eirst; hﬁvevgr, it ueu'ld be useful tc; e::plare

| thg !mgb: aim h:u-mn -school.- mi aE gug jﬂuﬁlﬂiﬂ mﬁml ;nvirmn and

mh these vith the mtivgtiéna ni Bttﬂeﬂta who atudy advg:thipg at_the- Eallege A "
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v Sﬂ lgt s begin by s:mininp the buginess. gel:oal and the jeufnalim s::haﬂ]. and
: .the lreu in:i :ﬂpicg 111 vhich. eaghsexcelsi ’Ihgn ve can lgak into: ltudeﬁts mtiv;—
tion far studying advettiaiﬂg aml detenﬂ.ﬂe whi:h gnﬂ.:mt - imiingn or '

Journalism -~ hes: sene&r ﬂte- EEuﬂEﬂEE“ naeds. l‘hese maly:gi, a‘lcmg Hi.zh an .

i

mdétgtmiiaglﬁf advertia:lng edueatian 1Eself ‘should pfqvide us with the kiﬂd of

‘ ‘milygis wiEh iﬂ:iéh we are cme&med here :nday. R

.-! - . ‘V : - &/ '

a B“t éi :Seﬁml Strengths .

7:\3, :I.E . most, schmls of businega todgy stress the systm apprﬂm:h to ’

bu:!.neu.' In I:. graduates fram bu.s:l.ness sthools aftetl begin -:g!;eﬂs in a.
I .,
nml diggipline c,alled "s:rgl:gms analysié " which ie concerned with a tegulsfly

.Lh;

h:n::ﬂ.ng orT intezclapendent gmup of items farming a uﬂified, vﬂmle or ipntéracting

mdgz t:hg inﬂu:nc:e nf Jrelaced forces, an arganizaf.ian: ifmlng t‘m{wr}; fa‘f the

‘;’1

pu:pemaf distributiﬂg,,ma&lfacturing, ceﬂtfalliﬂr. Syst;ems anglysis serves to

: eml;in md ll;tidy Ehg ar:ange-en: jd 5ﬁn‘;nx’lnthfig of this systematic whgle, typieally
e e et e g
by ntheu;ticil aperatioﬂp snd p:&:gﬂ
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A

st:rangﬁh ai tl:le business sclu:bi* the sta:isti«cal and mthemstieal camprehensi

'

requirg& of :uda? s busmesa studau:s. The.rg is a strong quantitative nriem;{ ian

premﬁ in ;he madem ac.hml of Egginess.

T

_ﬂ\;:\‘,fv‘;u_f e H!hp m& thg mcm approach and of the mgchematicgb gnit ststistical ';r

N gﬂentgtian is Ehe:l.r gpplieac:lan in pmb;l@ approaehes md solytiens. - P:ablenﬁselving

\ %“ﬁx L : i

:Ls iﬂhéfeﬂt in most ‘business managerial pr#tiees and tespdmsﬂ:ilil;ies, ‘and the
"ability tﬁ discem, r:cmprehend isnlate, and quan:ify the de:isiaﬂ pmcess :Ls y
another gf the strengths of the business scheol o . B

The fourth strength a,l,sa' E;as already been touched on: the ﬂanagerial‘ averview

s,étting learn more than a’dverl:ising:’ they learn c:f itsg intetrélésiaaships wi:h

-

marketing, management , argsnisatiaﬂal structure and beha\rier - in shatt; :Lt 18 an

&

integrated business eduegtiﬂn_ A.ll of this fits back into our first ,listed gtfengﬁh:

A,

v ¥

the systems approach.

_']1

/

Befate we can conduct .a similar analysis of the strengths of the journalism

schﬂal ve Eitst must define just what we mean by "jautﬂalism Accoxding to

7 'Petergaﬂ, J;naem, and Rivers, l:he study nf jaumalism has pone far beyond the keeping

of a jpumsl. the pf@duc;im of nevspapetg The concern today is uith all the mass

. T T

uedia, am:l the ti\:le C‘f the educatianal unit has seen propressive zhaﬂges to such

]

l;‘hét is inherent in business education. Students who study advertising in a business” - !



x‘czr smply to cmicacims. Schaols of jaumlism have c;j‘,

| 37
‘ _ﬂeﬂia in t’heﬁi’gticgl aml philosﬂphical lavéls Eé well 8s in t

first Etfength is language, writf;en or not. L EL

titles ‘as juumlism m’-’emunigatians '\ ta ! c.mmicatiuns 'ﬂ;s an&‘ aaiem:es,

-} tﬁ EEI.‘VE Egj. tﬁE

; ::Imical and pragmatic

¥

phases. j(l’etersan, Jensen, ‘and- Rivers, pages B-E ) \

- =

) But Erd:m tﬁeir very begiﬁﬂings, jaumal;sm sx‘zhﬂqls heve

af languagé asvthe:;t: pri!mary stteng;h; Eo@micggiansi is a bifﬂ&déf term, to be sure, ‘

- : : -

' . ) fg S ) ' N : _ R .
' but the purpdge and the result are the same: to tranefer inf\ormal;i.pm‘, whether

pefsuésive (:f not, to am ‘a’udieq\t:é via the mas's media. So the journalism schools’

%

[

‘
Haderﬂ advertising edm:aticm alsc: utilizes t:he teaching

=¥

Tﬁe resulting thaught lh'c:n:esses can be used far pfqblem—scilviﬁg anyi dezisian—mkiﬂg,

but they als.n can bg applied te a n'mch braader senpe of aicuatians and occurrences.

/

Today' a jouﬁglim studeuts, whether :Ln adve:t;ising or in other aﬂpects of ,maé:n

o ot

zmmnicatiens, ean thinl: and resﬂlvé prablems in buginess, econonic, paliti::a;

A é_v,’

sacial scientifi::, and many m:her situaﬁinns Theif mntal aﬂities are not

1imited by the single disc:lpliﬂe in which they happen to be enrnlle:h

‘z

. Creativit}" is am:ther jaumalismss«:hué stfength Writiﬁg ‘is a ctéa’tivé venture,

ji = 4 L *

'and g0 is the c‘g:eat;ine use t:f t.he mass mﬂdia ta persuade or infg:rm or entertain.

' ﬁdiéi“ The év‘*efyday'

- ﬂf iﬂclud:ln:g specifiﬁ courses c:alled gugh hhings as ”Advertiaing Creative S{tategy

§i

Cfeativit}' is inherent :m s jeurnalism—baaed advertiging edm:atiml, to tbt extent
i s

ﬁ\e ties to the mags media mean that the‘jsutnaligm s;hagl:utilises,bmadc:ast

‘F

- - - ) . . i
t\e'{:hnalpgj! and tadsy lgf eléctronic technology has crossed \ét{r: into the print
Lo R 1 . ! g . ; . = R
¥

2 nfaﬁd undéfstaﬁdiﬂg about the electfaﬁic Eec:lmolg-gical

ﬂevelg;:mnts iﬂ‘aur mdem waﬂd are ccmanplace in the jnurnalism schagl ﬁf Kaday;

:hne final ﬂrength to be crédited to the jburnalism school is the fact that

gjct:rgd:!;t:ing r:f._ specific ,advertismg ;urricula 1s .under the ct:sntrcl of the

Aﬂeﬂ.cgm Cqungil on Education for Journialism,. and ‘there are twentysfiv'e advertisimg
® FYEE : 3 |3 B

‘all within journalism and. caﬁmﬂniéatiﬁﬁs enviranments.

a’ﬁd ad%gﬂ;iaing msnégemeni:. Prﬁ@gf&ms listed 4in last Januafy 8 atﬁteditlng tépﬂrt -

r7

. : £
. o 9 .

ad writing and the use

éhiﬁking to studénts

i
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“iiéiﬁg eduéétiﬁégKalthaugh:v,

” ; Lef: in %he mpdern jaufnalism sfhoal -

_Why Students Major in Advertising : . .

Now let us laﬂk at anathe£ eénsidefétian of importance: why do students major
_{rin ;ﬂnff:;sing? From fesegrch thg:.wa have conducted at the Hniversity of Kansas, .
1nva1ving students majoring in variaua aspeets of joufn 1ism, including advertising;>

‘we have faund some key mctivatie’and interests I:hat are reflected in the gelec:t;itm
. et

N

- of adver,i,ing as a major. v

The priﬁar? feasan tBaﬁ adveftising majors give for séleeqing their area of

study, snd a primaty reasnn .given by all jcurﬂalism as weli as business stﬁdentsg

* .
is career or jab appar;unitiesi Sometimes this reason is couched .in other terms,

sueb as good salafies upan graduation, but the genetal reasoningy

:‘U

is still the same.

Another 1mpdrtant reasan faf minring in advertising is the positive pexp-dsufe

to advereising courses. Simila:rintérehﬁs are found in students' comments about

the feﬁucatitm ﬂ\f the schaél on. the campus , gm:d teschinp, qualil;y af faculty,

and the like -- but. it all comes down to expobure of these items through the“‘first

few Eautses in advertiaing: students like the advertising courses. ¥
. L w :
Then there are several other reasons piven that all carry about the same degree
. —_—

« of imgsFEaﬂce in the students decisions to mi}érriﬁsgdvéftisipg.” Many students

sayfﬁhst they like the creativity and writing aspects of the field. which we can

typify as the creative aspects of advergisingé Specific;student comments are along
’ - .s"s‘é -

the liﬁeg of "I like to express nyself and “freedom to write and be creative.”,

Hsﬂy of the advertisimg majars like to write as 1s true of most jnumaliSm students.
1 * * ,
h - :I ‘s" .

aj 3,




7 Stndeﬁtérglsa~t§11 us that their advertising studies are exciting and
- invigaratiﬂg; vThig'Eeeiiﬁg spplies to the teaching of the sdvertisiﬂgnzaurées,

:_gu the disgipliﬁe of éhvertising itself, and to the feeling of EEmargdeEig thgt
zhe!students find in the jaunﬁalism sghaﬁl. C

A ptagtingl educatian is also impnttaﬂt to the Etudents we have researﬂhed

. ZTheir camments are, "™ want to be involved with my job," “it invalves all media%'

and "it's ptaetieali' This pfaﬁtiéal aspect requires a careful balance of

‘speeiali;a:iﬂa along with gepmeralization. As is typjcal of most journalism

schools, ve get'mafe specialists at the:uﬁdergraduata leve] and mare-genefalisés

at the-graduate level. (Incidentally, this pattern is the reVWgse of most graduate

iy.) o -

faculty, mentioned

. programa in other disciplines, and might be war;h gome future
B ut

Anather ingidental note is the 1mpartance of the ai""

ea:lier; which should not be overlocked. To qug},';'leadef of advertising

education, Charles H. Sandage:
The heart of any good educational program is thé talent of the teaching
" faculty ~~ a faculty that commands the respect of both fellow faculty
tembers and students.” With such a faculty we can then attain our
educational gbjectives vhich are fnurfald =~ to provide students of
advertising with a fundamental underszanding of the social and econonic
otder in which they live, to gultivste their power of analysis, to assist
tHem in developing a systematic ‘appro ,h to problem solving, and to equip
them with enough technical knowledge become effective beginning professionals
~ 1in the advertising industry. (""A Very Fertile Spot for Seed Corn,' page 8.)

¥

$o the gxﬁﬂsure to advertising faculty in the beginning advertising courses is

an essential part of the major-decision process.
8 - . .
There are some other sources, besides research studies, that will also help
‘g’f = -
us understand why students major in aﬁvertising, and why, in fact, people go to

4 , e . , ,
work in advertising, whether they have majored in it er not.

The American Association of Advertising Agencles suggested, through i
Gﬁﬂ&ittea of the Board- on Work with Students and Educators, that people are suited

for advertising wark if they like to write,. dray, or illustrate, QE if they want

to use dramatic talents. The 4A's alaﬂ Eug?ésted ‘that aptitudes for wnrking'with

facts éhd fipures and for planning and théniging, as well as the ability to.meet

v
\ f



“new haapie, ndghi be hpprapriate advertising talents and abilities. ;(“Educatian

¥

i‘& Advertising Careers, pagés 3—4 ) S Cor o f S

Aﬁd l quﬂte Eram :he late Leu Burnett, one of the riants of Ehe advertising

%

, ageney businEas, gives EfEdEﬂEE to the argument f;varing the jnurnalism appraazh*

=

There is & newspaper in almost every town and ¢ity in the country. Visit
. one. See how ads come in from the advertiser. See how type 1s set. See
how mats are cast. See how pfesses are inked and made ready. See how the
paper is produced. See how phg ngraphs and artwork dre put onto metal and
locked up for printing. TheréWkre no mysteries to these things if you wll
' go Bﬂt of ygur way to do the abvious thing == go sﬂd find out. .

_Everything 1 say can fit aﬂy aspect of advertising « + + » (’'Education
for Aﬂvezgisiug CSEEEEE, pages 9-10.) ! )

g Strengths with Sgu&gigg' _Goals and;idvgziising Agtributes

How iet‘é-gﬁ back apd review the student motivations a cﬁher advertising

attributes, amd nqt:h them with the vsriaus strengths of the business school

A}

and af the journalism school.

. Most of the reasom§ why students major in advertising, and most of the reasons

. - l,
wﬁy sdvertising7ﬁraﬁtiﬁianers encourage young people to study advertising, and most

nf the reasons vhy peaple wnrk in advertising, match up with the jautﬂalism school

astrengths. W:itiﬁf, c:estivity, pfactical éducatiaﬁ, job arientaciaﬁ -- all fit

a5

into the journalism and communications environment.
‘In fact, the very characteristics of jauéﬂaiism and of mass :amunigatiafa
v . A _ c
are the same as those of advertising. Accordihg to Petetsgn, Jensen, and Rivefs;

the characterist ics of msss communicatdon are:

1.- it is one-way; -
*2. it involves sele¢tian,ibath of the audience‘by the sendér and of the
messages by the -audience members: \
3. a few media enable reaching widasngead audiences:
4. the media message 1s addressed to some common denominator-

4 . :
5. the communicating is done by a social institution, rathet than by an

.8

indit igalii (Peterson, Jensen, and Rivers, pages 7-8.) ,
EKC . ‘
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ijectiveg and Etiefiziaé ities of Advertising . Educatinﬁ . . : \;ﬁ% b

Advertising educatian should ﬂbt, af caurse, simply set out to attract

R

'students by offering only what the students mayyfeel is best for them But a

prggtam must meet ;he wants and ngeds nf the students, as we have seen the
journalism schﬁal does for advertising studentsa To quote Charles Sandagé again:

Our students will react to one appeal more than to another. The
'self-interest appeal is perhaps the most potent of all in moving one

to act. Advertisers spend a great deal of time and money in research

and observation to determine what their consumers vant most. They then
translate the merits of their products in terms of that want. Universities -
might well do the same thing and utilize the power of self-interest in
‘motivating students in their search fﬂr knowledge and uﬁderstanding

 (Sandage, page 210. )

How far must we g@, however, in structuring our curricula to meet students'

+

needs? Isn't there a basic educational requirement that must be met? Shouldn't

more be provided -< and required -~ than just what students may think they are

_~

interesteg in>and wantvta learﬁ? s

: Of course there is more to it; that;s what separates advertising education
>ftﬁm*m§te ttaining in the technicgi aspects of the field. But to go back apain
to the writing of Charles Sandage: -

The student who can say that he is majorins in advertising at the
univerasity will often be more hiphly motivated in his study of psycholory,
soclolopy, anthropolopy, literatur€, mathematics and philosophy than will "
be the student who takes such courses for their own sake. One 1s studying
[ for a purpose; the other may be studying only for a degree. (Sandage, pape 210.) \
As Dr. Sandape continues:
F] L4
In bullding a university curriculum fﬁt the advertisinp student it would
probably be wise to provide relatively few specific courses with an
advertising label . . . . Those courses should be a mixture of 'why’
and "how.”" They might best be offered during the student's last two
years of college work and be taken along with -work .elected from such
areas as the humanities: sciences -< Roth social and natural: and
business., (S5andape, page 210.)

= b
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. 'fﬁu ﬁili Eecﬂgﬂize thig ptﬂppaal as a rather exact descriptian.af the advertising

. Pfﬁsr!m ag 1t 18 ﬁffered in most jaurnalism schnﬁls- 1 is Eﬂ‘iﬁtégtsl part of

- the basic ph;la§qphyi95_a;;,jgurggiggg_eduga;%gg_ As qandape went on to describe .
@ f . ' - . - |
. .'Thé student's callege time devoted to séfi:tly adveftisiﬂﬁ-cdufses is .-
. certainly not great. We might look at this percentage -as the additive, . . .
the catalytlc agent in the entire college program. Its presence increaseé e
- the total: learning of the student because it adds sfgnificant purpose
to his total eﬂucgtinnal pr@gram. r(Sanda?e, page Zlﬂ ) .

: »There is: snather 1mpﬂrtant cansideraticn here that is becaming mnre imprEant
"every day. Ptabably mﬂst of the students taking advertising courses, especially ‘
thnae<taking iﬂttaductary advertising aurses, are not advertiging majots == nor
" will they ever be sdvértisiﬁ? majors, nor advertising PfaEEiELDDEIE- They are
studyiﬂg about aﬂveftising and they want to learn about adver;isiﬂF from the

consumer viewpainﬁ, They will use advertising as consumers, not as busiﬂéss people,

and they want thélcﬁﬂgutgig not the business, perspective. Such an offerinp might
S _ s ' ; S : .
be a conflict of iwterest for the ﬁgsiness school, but not so for the journalism

‘school.

In our advertysinp sequence, we have had many expériences in working with
advertising studepts and with studeﬁtéJmajcring in other discipliEES— includ;ng
- bﬁsiﬁess. _Perhaps some of our experiences will ruvide some 1nsiths here.
Qur advertisihr sequence at the University of Kansas CﬁmpEEEE wixh some
academic programs offered in the School of BusimesSQ But our program also
. competes directly with a cutriculum majar in advertising and editorial art that
1s offered ?y the Department of Design in the School of Fine AfESi’.iﬁ fact, there
are more students who must take a choice between thE'jcurnglism school and the

finé arts school than there are who must select between journalism and business.

. But we try tﬁ’ﬁaintain‘aﬁ amicable relationship with the other units,>and the -

students in the advertising and editorial art curriculum must take advertising

10



o

-

eaﬁféeé iﬁ}éﬁr jnurﬁaliam sch 1 ‘and many of. them take’ auf crﬁative

.natketing -in our adVEEtisiﬂg cuurses, tau.

Canclusians ’

(Advertisiﬂg copy and Layauﬁ} cnutaes. L' ':V _1}: o ;"

Hkny buaine** schaql s:udenta aisn take auf aﬂvertisiﬂF EEHIEEE in the"

Eehéﬁl af Jﬁurnglism@' These buainess studéﬂtsg—mast of wham afe HBA candidatés, 

= = £ 7 L]

‘tell u; they came to jnutﬂalism because they want specific, snl;d pragma;}g

' auurses in advertising - and because they learn the p:sctiesl.gspacts of

S’ .
L
" We have not been quiEE as suc;essful in our attempts to Encﬁurspe our

advertising- Etudents in the jaurnaliam 5chgﬁl to take ceursewnrk in the
Depatﬁment af Design nor in the SEhuﬁl of Busiﬂess‘r Mast pf our adve:tisinF majgrs
enrali fer several busin, courses. But ‘there aré some who tepﬂrt that they are

enrolled in our Scheal cf Jaurnalism 8 advercising Cufficulum be ause théy are

B
"avoiding busineséqcﬂurge "r"like husineas but not 3—5:hau1 " and " like -

mgrketiﬁg,but‘not business (schaal)" -~-vhile at the same time a;he: students °

arientatign; or ﬁan;ed to "iﬂﬁging art and writing."
. % T N =

‘- .
Tn summarize what we have said so far, the mass media emphagis of advertisimg

“ makes it a natural part af‘jﬁurﬂalism and communications. One problem with this

- teEm- ngrkating communicatiofis’' itself must be defined as a branch 3

simplificatiaﬁ of the issues is the fact that advertising is often taught under
the guise of euphemistic terms such-as “marketing communication.’”” But in the

" term "marketing* communications, " éhe word "marketing is an adjective, and the
: £ ]

noun -~ the part of the term that feali;&épplies -- is "communications.” So
"marketing communications” is one of the many kinds of communications, and that

F)

fits into the journalism and communications discipline. /fi’is not. 'communicative

matﬁetiﬁgs" which wau%ﬂafit into the business discipline. The busi lSS‘SChéﬂl .

communications,
- ’ *)
the domain of the journalism school.

*
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Hbte impartant than whsther busiﬂess schaals‘ar 1nu:nalism schgblg Shculd

o

B L,teac:h adverl;ising, hnwever is the@rim.at‘y cpﬂsideratinﬂ t;hat advertisinz must .

?‘:f'flbe Egugng zhaz advertlsing educatinn is aﬁ‘gasengial element in the mndern L

E

: edu:atianal institutian.' WE ‘both, busing ] hcnls aﬁdxjdurnalism schoals; shauld

"be wutking tagether taward ﬁhe same gaals.

A few years agn, Eme?scn Fegte conmented on this problem by quﬁting

"« « . from a career hﬂgklet on adve:tising with whigh one af the largest
advertising agencies in this gauﬂtry aEtempts to woo ﬁollega men to 1ts .

* ranks. * This 1s a direct quotation.” s ’
“As far as educatian is concerned your ma1ar study area may be in a ) a

B . liberal arts field such as English, histary, psychology, or language
MR 2 1 4 -may-be in-# more specialized fleld like business adninigtration, .
' economics, arf or. journalism., If you have taken a few: CQutSEs in i T v

-+ " advertising, fine, biit it is by no means necessary. = - R

"The samg'is Frue fgr advanced degrees. To put it another way, we're ' ..
more interested in what you cgn learn, and how much you want to learn,' )
_ than in what yau have learﬂéd, (Fapte, page 2.)
: NS . : - - .
Then Mr. Foote added his 1ﬂterpret3tign of the situatiaﬂ" : -

Tﬂ paraphrase this and to briﬂg this scmewhat uaa situation inta sharper

- . appliﬁaﬂts far intefnships, If gou havé taken a few courses 1n medicina
' ‘fine, but it is by no means necgssary? You riight think we were back in

\an era of witchcraft, or at least qgaﬁ medicipne wasn't very much Df' ihv .
profession., : ‘ s

Is this attitudé toward ‘advertising education ‘to which I have just i T L
referred -- and which I assure you is by no means unique ~- perhaps a reason

why so few people feel advertising is a profession and why so many .
people think advertising ranges Emm being useless to gomething injurious \p

" to the natianal Egcnumy?

»Laaked at another way§ it i4s 2 velief I strongly hold that the failufe
of the advertising industry to support, to encourage, .to demand academic
tfaininp worthy of a ﬂ:nfassigﬁ &s qpme of the most serious indictments
one can level aPaiﬁSt adve;tisinF as a whole. <{Fgate, pages 2- 3 )
h )
W We, as advertising educatgfs must work tagethef to improve and expomd ,

the idea that advertising gducatiaﬁ is ualuable, praduﬁtivg, and worthy of respect.

Part of our: haﬁdiﬁap is that advertising is viewed asEancé by our educataf Ealleagues

ain Ehé Eﬁil 8s cha@l by- the ecmn@nists, and in :Ef journalism school by the
P i ) = B N - 4 = N '

news—editnfial fazulty
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We hawve hg this problem for 2 long tine, and we have not made much priopTess
e . R ) =
13 \ . i )
:Ln{fdegliﬂg wi£h ':':';lct. In the fall of 1962~Frofessor Janes Toyer spoke to a meetity

of the American A'g‘“gaciag loma o f Advertising Agencies and sadd:

Advertisdng i a relativély young disciplirse and formalized programs ate
quite few in nunber across the land, ALl academic proprams which have
‘preceded us vere subjected to some of the same smoke screens of niscon ceptions,
' suspicions and doubts. Like them advertising education has its fair share
of critics, many of whom are §1n:eﬁeljfnﬂtivaied but perhaps somewiat maive
educatdon , how it is handled, and vhat

in their beliefs regardiry adverti{%ing
it 4s all about. ‘(Foote, papre 9.)

= N

Remenber , Jin loyer sald that sixtefn years afo. tlow much propress can we clain?
Advertdsing {s busiress, and ad\réfiiisih;’: is communications. Byt lt 1s nore

e teach more. The renowned advertising copyvriter Jaues Vebb Younp exp ressed {L
3

gquite well when he descrdbed thegpue relacionsts ip befycen this (advetli sing)

t'ge,ai:hiﬂg and a libetal education: namely that all "subjecls ' properly taogle
are part ;c:f the One freac subjecf - Lite. 'a Q—c::.xy Fertd le dpsut [gj;JSf;éd Gur 10
pare 10.)

!
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